Fhe REPORTER 


Dove Meal Advertise NG 


HIGHLIGHTS OF 


'!BEST BOOKVERTISING OF 
THE MONTH. D. C. Hegarty, Ad- 
vertising Manager of the National 
Blank Book Company, Holyoke, 
Massachusetts has just sent us his 
92-page, 12%” x9%” stiff book cov- 
er brochure entitled “Through One 
Hundred Years, 1843-1943.” This 
anniversary book was sent to deal- 
ers and large suppliers. Thousands 
of sincere complimentary letters 
testified to its worth as a good-will 
builder. It is beautiful in every way. 
Typography, illustrations, reproduc- 
tions, deckle edges, etc. Perhaps in 
more lush times, we could rave 
about it more. But even in these 
conservative days ... who can say 
that this anniversary book is ex- 
travagant or wasteful. Is it as 
wasteful as, for example, a shady 
off-colored pulp magazine? Is it as 
wasteful, more wasteful or less 
wasteful than a full page ad in a 
national magazine bragging about 
nothing in particular and obviously 
intended to reduce tax charges? It’s 
a funny business .. . this trying to 
analyze the essentiality of any 
printed piece. 


CIFINE COOPERATION. The 
Standard Register Company of 
Dayton 1, Ohio (manufacturers of 
continuous business forms), has 
embarked on a series of advertise- 
ments in national business publica- 
tions . . . stressing the importance 
of “making paper stretch.” 


To supplement the campaign, R. 
E. Alexander, Manager of the Sales 
Planning Division is distributing 
1500 copies of the Graphic Arts Vic- 
tory Committee folder “How To 
Make Paper Stretch” throughout 
the country. That kind of coopera- 
tion will go a long way toward keep- 
ing the communication systems 
open. 
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‘ICONGRATULATIONS TO 
CHARLIE KONSELMAN, the new 
advertising manager of the Wick- 
wire Spencer Steel Company, 500 
Fifth Avenue, New York 18, N. Y., 
for the individual campaign he is 
running for his company in support 
of the War Bond drive. Charlie 
didn’t wait for government posters 
or any standard campaign. He se- 
cured the services of the well known 
artist, Artzybasheff. He created the 
colorful and striking design repro- 
duced above. It has-been used in 
various ways for Wickwire adver- 
tising, posters for their plant, etc. 
The copy used on the poster is ex- 
cellent and worth repeating here:— 


“Each war bond we buy now, adds 
power to our attacking eagle’s wings. 
Each bond cashed clips a wing feather. 
Of course, it means sacrifice, to do 
without things we want, in order to 


invest in war bonds. But our sacri- 
fice is as nothing compared to the sac- 
rifices our fighting men are making. 
Let’s ALL BACK THE ATTACK by 
putting every ounce of effort into war 
production, and every possible dollar 
into war bonds.” 


L_]GOOD BOOKLET recently issued 
by the Certain-teed Products Cor- 
poration, 120 South LaSalle Street, 
Chicago, Illinois, entitled “The 
Farmer’s Wartime Handbook of 
Available Building Materials and 
Their Uses.” It is a down-to-earth 
and helpful booklet, showing how to 
protect farm property during war- 
time. Surely such a piece is... 
essential. 
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(JSALUTE TO HOUSE MAGA- 
ZINES. After spending several eve- 
ning hours going over the current 
crop of house magazines, we are 
convinced that most of the editors 
are doing a swell job. Most of them 
have trimmed the pages and styling 
so that the magazines look appro- 
priate in these days of conservation 
and economy. Nearly all of the edi- 
tors are doing a fine wartime job 
of selling essential projects. 


For a good evening’s entertain- 
ment and a whale of a lot of infor- 
mation on what’s going on behind 
the scenes in this country of ours 

. we recommend the reading of 
or a glance through several hundred 
house magazines. And for this re- 
porter who has been more or less 
connected with the business since 
1920 . . . so many familiar names 
pop up. For instance, in the January, 
1944 issue of The Red Barrel, we 
found an article by our old friend 
and fellow instructor, Briant Sando, 
titled “Round Pegs In Square 
Holes.” Briant is now with the 
Chamber of Commerce in Louisville, 
Kentucky. Incidentally, The Red 
Barrel is now in its 24th year. 





VOL. 6, No. 10, Report for JANUARY, 1944 


publisher, 1? Bast j2nd St., New York 17, N. Y. Telephone Number, VAnderbilt 6-0888. 
class matter Nov. i5, 1989, at Post Office at New York, N. Y.. 


The Reporter of Direct Mail Advertising is published monthly by Henry Hoke 
Subscription price, $3.00 a year. Re-entered ae secon 
under act of March 3, 1879. Copyright, 1944, by Henry Hoke, New York 17, N. Y. 





— 


*» 


6-Q8 8 & 


pes Kee ee ee 





TRADITIONALLY PREFERRED FOR PRECISION PRINTING PRODUCTION 

















In the early days of the Old Northwest, the “Mounties” economical performance. Users have been generous in 
built an enduring tradition of dependable service. telling us the resulting products are accepted as the best 
Years later, the unique qualities in Northwest printing of their kind. Alchough wartime needs have necessitated 
papers also earned for them a traditional status-— that of some modification of previous standards, you may | 
superiority in their class. It has ever been our intent to depend on it that Northwest Pedigreed Papers, grade | 
make papers that would insure better and more for grade, still provide the utmost in value. : 
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I had to work in the post office 
and see it to believe it. Now I’m 
convinced that a postal unit or zone 
number on an envelope is a ticket 
to a high-speed trip along the short- 
est route through a metropolitan 
post office. Now I know why a gaudy 
red, white, and blue edge around 
air mail envelopes or a distinctive 
yellow and green edge on special de- 
livery envelopes are “bazookas” for 
rush mail. I’ve seen with my own 
eyes the short cuts metered mail 
takes. I know now how much it 
helps my own mail when I face it 
all the same way and tie it in bundles. 
I’ve seen how and why conventional 
size, color, and style hurries mail 
along and how tricks, odd sizes, and 
eccentricities slow it up. 


I started “playing the piano” at 
the main Cleveland post office on the 
evening of December 15. That’s a 
nickname postal employees use for 
the job they gave me the first two 
nights that I helped with the Christ- 
mas rush. I was ushered to a long 
metal table upon which was a small 
mountain of mail. On one side of the 
table were two husky men dumping 
huge sacks of mail on top of the 
mountain. On the other side were ten 
men and women feeding envelopes 
from the mountain into a double 
trough running the length of the 
table along the front edge. At the 
bottom of this twin trough ran a 
belt which carried the letters to the 
rat-atat-tatting cancelling machine 
at the end of the table. There were 
about eight such tables in opera- 
tion that night, and half a dozen 
temporary sorting tables and de- 
tached cancelling machines going 
full blast. 


I'd pick up envelopes, turn the 
Stamp edge down and facing me, 
drop the short ones into one side of 
the trough and the long ones into 
the other side. The moving belt 
whisked them away. I was sup- 
posed to pull out and lay up on a 
Shelf all air mail, special delivery, 
post cards, “large flats’, and mail 
too bulky to go through the ma- 
chine. I soon found myself reach- 
ing into the mountain in front of me 
for the tell-tale edges of air mail 
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Kingsley W. Given is a member 
of the DMAA and an ardent reader 
of THE REPORTER. He is As- 
sistant Director of Public Infor- 
mation of the Western Reserve 
University, Cleveland 14, Ohio. 
That brings him his bread and 
oleo. He is also Editor of “Pub- 
licity Problems,” the official pub- 
lication of the American College 
Publicity Association, now in Vol- 
ume 26, Number 3. That is one of 
his payless jobs during the year 
he holds office. Kingsley Given 
worked in the Cleveland post of- 
fice during the Christmas rush. 
He has given us an excellent word- 
picture of his experiences. All 
Direct Mail people should undergo 
a similar period of training. In 
lieu of that, you had better read 
this swell-elegant report. 











and special delivery envelopes. Up 
into special boxes those went. Even 
in the mad bedlam of the Christmas 
rush those letters received almost 
fanatical attention. But an ordinary 
envelope with two threes, three 
twos, four one-and-a-halfs, or six 
ones on it and with “Air Mail” 
scrawled almost anywhere, was hard 
to detect until I had it in my hand. 
Then, I’m sorry to say, it was liable 
to slip away from me onto the mov- 
ing belt to become imbedded in the 
avalanche of letters emerging, bul- 
let-like, from the machine-gunning 
canceller. Once shot into that mess, 
the air mail or special that got by me 
reposed in a truckload of ordinary 
mail until later found by a sorting 
clerk. 


Postal employees who “play the 
piano” don’t handle metered mail 
unless it’s picked up in collection 
boxes. That kind of mail doesn’t 
have to be cancelled; it is rushed 
directly to the sorters. 


While I was “playing the piano” 
I caught myself grabbing first for 
tightly tied and “faced” bundles— 
envelopes facing one way, stamps 
all in one corner. Right then I de- 
cided that a little time spent in fac- 





ing and tying several letters helps 
speed them through the mill. But 
I avoided.those horrible bundles tied 
with thread! The darned stuff cut 
my fingers and, being human, I kept 
busy with mail I enjoyed handling 
and hoped the fellow next to me 
would tackle that miserable bundle 
tied with strong, sharp thread. 


As the deluge of Christmas mail 
from pick-up boxes throughout the 
city slackened, and as the round- 
the-clock rattle of cancelling ma- 
chines ate into the terrific backlog 


. of uncancelled mail, huge truckloads 


of cancelled mail were lined up to 
be sorted. Several of us “extras” 
were taken off the “piano” and lined 
up in front of boxes full of parti- 
tions. These are known as cases in 
the post office. Into one pigeon hole 
went mail destined for points out- 
side Ohio. Into another went mail 
for Ohio towns. But the pigeon 
holes that intrigued me were those 
for city mail. 


After fifteen minutes on this new 
job I saw the beauty of the new 
zone or unit number system. Enve- 
lopes with zone numbers on them 
have all the advantages of a mod- 
ern bazooka. Envelopes’. without 
zone numbers have all the disad- 
vantages of a medieval catapult. 
The former go whizzing along to the 
various sub-post offices right now. 
The latter must go to “scheme” spe- 
cialists who know to which sub- 
post office they go by looking at 
the address. This takes time. I’m 
just guessing when I say that in a 
Christmas mail jam a unit or zone 
number on a piece of mail in a big 
city like Cleveland might get that 
piece to its destination from one to 
three days earlier. Certainly many 
hours are gained by mail which is 
already zoned when it hits the post 
office. An unzoned letter will get 
there, but it has to go on quite a 
detour first. 


Being behind scenes in that gi- 
gantic post office from four to six 
hours every night for a week 
brought me the satisfaction of help- 


> 








ing in an emergency created by the 
war and lack of manpower. It also 
gave me some first-hand tips on 
how I can get better and faster 
service on my mail. More impor- 
tant, however, is the increased re- 
spect I have for our Government’s 
smooth and efficient operation of a 
nation-wide big business. I had an 
opportunity to meet some hard-work- 
ing, conscientious, career men who 
serve the people; government em- 


ployees who actually perform like 
public servants instead of public 
bosses. These men are unsung spe- 
cialists. From Henry V. Foltz, Su- 
perintendent of Mails, and C. C. 
Hart, Chief Postal Inspector, clear 
on down through the line to the 
greenest clerk was a spirit of sacri- 
fice and helpfulness. Both Foltz and 
Hart have spent more than three 
decades in postal work. They told 
me they’d never seen anything like 


the 1943 Christmas deluge. They 
had to handle the heaviest traffic in 
more than thirty years with the 
greenest help they ever had! 


Santa Claus must have a special 
day, certainly not in December, for 
fellows like Foltz, Hart, Klein- 
schmidt, Kolar, Koell, Zimmerman, 
Rhodes, Wolfe, Ming, and hundreds 
of others. If they are conscious on 
December 25, they’re lucky! 





NOW IT’S OFFICIAL 


Dear Mr. Korman: 


Some weeks ago in conversation 
and correspondence, you asked if 
TIME would make a test mailing of 
letters enclosing reply envelopes or 
cards and letters that omitted such 
forms. I told you that we had 
planned such tests and now I can 
report results to you as follows: 


Mailings to Subscription Prospects 


We sent 75,000 letters to miscel- 
laneous representative lists that we 
judged would be responsive to a 
new-subscription appeal _ from 
TIME. These were evenly divided: 


A. 25,000 received a letter in our 
regular two-page form with 
an air mail reply card, and the 
returns were what would nor- 
mally be expected. 


B. 25,000 were sent the same let- 
ter as above except that in 
place of a reply card, the bot- 
tom of the second sheet was 
designed as a_ self-sealing 
business reply order form 
which could be filled in, torn 
off and sent back. This “B” 
mailing pulled 25% less than 
the “A” mailing. 


C. 25,000 received the same letter 
without a reply card, the bot- 
tom portion of the second page 
being a coupon to be filled in 
and returned in the recipient’s 
own envelope. The return on 
this “C” mailing was 75% less 
than the return on the “A” 
mailing. 


From these returns it is obvious 
that, for TIME, a variation from 
its usual letter with a reply card 
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Several months ago, rumors 
were flying thick and fast that 
the War Production Board was 
considering the issuance of an 
order prohibiting the use of Busi- 
ness Reply Envelopes. The Cana- 
dian Government recently issued 
such an order. 


Following the pleas of leading 
users of the mail in the United 
States, our War Production 
Board did not issue such an or- 
der. It was claimed that elimina- 
tion of Business Reply Envelopes 
would be unfair and discrimina- 
tory and in the long run would 
not save paper. Statistical facts, 
however, were scarce. 


Howard Korman of McCann- 
Erickson, new President of the 
Direct Mail Advertising Associa- 
tion asked TIME Incorporated to 
make an exhaustive test. TIME 
Incorporated agreed. The Re- 
porter is glad to be able to print 
here the report submitted by 
Francis Pratt to Howard Kor- 
man. Read it carefully. WPB and 
Canadian Officials please note. 











is a serious disadvantage, and the 
use of a simple coupon with no re- 
ply card or envelope is absolutely 
impracticable. 


Renewal Mailings 


3,000 letters, sent to TIME expira- 
tions, were divided evenly so that 
half of them contained return en- 
velopes and the other did not. Those 
without envelopes fell behind 17%. 


7,000 letters sent to LIFE expira- 
tions were similarly divided and 


those without return envelopes 
pulled 3% less than those with en- 
velopes. 


The absence of a return envelope 
is not as disadvantageous in a re- 
newal mailing as in a new mailing 
but there are two probable explana- 
tions for this: (1) The customer has 
already been sold and so goes to the 


trouble of supplying an envelope 


for a renewal payment; (2) He may 
still have in his possession an enve- 
lope that has been received in a pre- 
vious renewal effort. 


But over all, I am sure we would 
be seriously handicapped if we could 
not enclose reply cards or envelopes 
in renewal as well as new solicita- 
tions. And if we were to strive to 
maintain our current high renewal 
percentage, it would obviously mean 
we would have to add several let- 
ters to our series and, of course, 
this would result in a far greater 
consumption of paper than includ- 
ing return envelopes in each effort 
as in the present series. 


I am glad to be able to supply this 
data for studies you are making. 


Cordially yours, 


(Signed) F. D. Pratt, 
Circulation Director. 


P.S.—Also you may be interested 
to know that in another effort to 
find a way in which we might save 
paper on mailings, we recently test- 
ed 25,000 TIME prospect names us- 
ing the same letter copy on front 
and back of one sheet instead of on 
two sheets. But the comparative 
returns were 25% behind, confirm- 
ing results of other tests in the past. 
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_ this PAPER CRISIS 
is YOUR Crisis f 


Overcome any idea you have that the shortage of pulp and 
paper is merely the bad luck of the paper industry! Deprived 
of pulp and paper, America could lose this war in no time! 
And that would affect YOU and everybody else! Pulp is essen- 
tial in the making of explosives, rayon parachutes, surgical 
dressings. The by-product tannic acid is es- 
sential to leather tanning. Paper is a critical 
material for packing food for our fighting 
men, for wrapping sulfa drugs, blood plasma 
and medicines, gun and plane replacement 


















parts. Without it, too, many kinds of essential civilian 
goods could not be packaged and shipped about the country. 
Thousands of men are leaving the woods for military service and 
for high wages paid by war plants. Reserve supplies in wood 
yards already are exhausted. Mills operate short time. Paper 
stocks dwindle. The effect of all this soon will be felt on every 
front, unless the seriousness of the situation is recognized and 
the trouble corrected. This crisis is your crisis. Wire your 
Representatives and Senators today and urge action to 
assure the uninterrupted flow of pulpwood for victory! 













THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 
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Did This Really Happen? 


A reader of The Reporter living 
in Washington, D. C., received a 
dignified appearing letter bearing 
a first class 3c stamp from (as indi- 
cated by a corner card) Otto Hills- 
man & Company, Certified Public 
Accountants, 231 South LaSalle 
Street, Chicago 5, Illinois. Inside 
the envelope was a Number 9 busi- 
ness reply envelope ... Permit No. 
28600 Chicago, Illinois addressed 
back to Otto Hillsman & Company. 
The only other enclosure was a mul- 
tigraphed letter on one side of an 
8%” x 11” sheet with a multigraphed 
questionnaire form on the reverse 
side. 


In spite of the scarceness of space 
in these monthly issues of The 
Reporter, we insist on reprinting the 
letter. Read every word of this let- 
ter carefully. 


* ~ + 
“Dear Recipient: 


On behalf of a client, I ask the 
favor of the few moments of your 
time necessary to turn this sheet 
over, check the information asked 
for there, and start it back to me in 
the enclosed aridressed and postage- 
paid envelope. 


This client selects this method of 
turning to you for this favor, in- 
stead of writing directly to you, in 
order to make it possible for you to 
answer, if you so desire, entirely 
anonymously. To so assure, my 
client has instructed me, as a pro- 
fessional obligation, to report re- 
sults without identification, unless 
recipients have elected otherwise. 
To facilitate that understanding, an 
impersonal salutation has been pur- 
posely used above and your name 
and address omitted from this letter. 


However, if you prefer to identify 
your answers, add your name and 
address under them, overleaf. And 
if you care to pass along to my cli- 
ent observations or suggestions— 
with or without identifying yourself 
—they will be appreciated, and the 
other side of this sheet may be used, 
or a separate note or letter attached. 


I imagine you will very probably 
surmise who this client is, despite 
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the anonymity caused by the reason 
I have stated, and thereby be as- 
sured that worthwhile and construc- 
tive motives are involved. How- 
ever, if that is not the case, I am 
glad to be able professionally so to 
assure you. 


Again for the reason already 
given, it is I who must, in my cli- 
ent’s stead, thank you for your co- 
operation. 

Yours very truly, 


Otto Hillsman & Co. 
By: Otto W. Hillsman 
(machine signature) 


The questions to which your replies 
are sought, are overleaf.” 


* * * 


If you are still with us ... we 
urge you to read every word of the 
questionnaire which was multi- 
graphed on the “overleaf.” 


* * * 


Do typical every-day statements 
like the following indicate a specific 
biographical reference book to you? 


In a book (American)—this hap- 
pens to be from the current non- 
fiction best seller, “‘Under Cover’’: 
“Who’s Who listed ... as... dur- 
ing the World War and later .. .”. 


In a newspaper (American) this 
happens to be from “The New 
York Times”: “A median score of 
forty-four was made by the 
Who’s Who... .”. 


In a periodical (American)—this 
happens to be from “The Satur- 
day Evening Post”: “. ... they 
would have the ‘radio mind’ come 
in and take a copy of Who’s 
a ss -s 


In conversation (in this country) 
—actually this example is from 
John P. Marquand’s currently 
best-selling novel, “So Little 
Time”: “ ‘Yes,’ Jeffrey said, ‘I’m 
in Who’s Who, Walter’.” 


In a current (American) diction- 
ary—this is from Merriam’s Web- 
ster’s: “. . . one of the whos in 
Who’s Who.” 


Your Answer 
(Please circle one to indicate): 
Yes — No 


If you have circled “yes” above, 
please check any among the follow- 
ing you particularly recall in con- 
nection with that book (it will be 
especially helpful if you would also 
indicate by “1”, “2”, “3”, etc., the 
comparative strength —as identifi- 
cation characteristics in your opin- 
ion—of the features you check): 


Large. 

Red-bound. 

Title stamping in gold. 
Published by Marquis. 

Selection of the really prominent. 


Complete formal title “Who’s Who 
in America.” 


“Nobody ever bought or bullied his 
way into the book, although many 
tried.” (From a recent newspaper 
editorial.) 

* * * 


Reporter’s Note: Our Washington 
correspondent wants to know what 
this is all about. After days of seri- 
ous deliberation, we have come to 
the conclusion that the regulations 
adopted by the Association of Cer- 
tified Public Accountants prohibit- 
ing its members from advertising 
is a very excellent rule. See what I 
mean? 


| |ALASKA MAIL SERVICE. Grind- 
ing over mountain ranges and over- 
coming more geographical obstacles 
than ever confronted by pioneer dis- 
patch riders, U. S. Army postal 
trucks are transporting letters and 
parcels over the Alaska Highway. 
Known Officially as the Canada-U. 8S. 
Overland Mail Service, the daily op- 
eration uses relays of drivers. New 
operators take over the trucks each 
90 miles. Postal clerks, sorting in 
the trucks, change each 180 miles. 
Mail officials plan a 60-hour sched- 
ule, thus cutting by 12 hours the 
present running time of 72 hours. 
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adding Romance to 





merican Way 














we took them joyously into our hearts just as soon as we learned to read—those delightful character 
creations, Huck Finn, Uncle Tom, Rip Van Winkle, and others. To us they actually lived and added 
romance to our lives. ‘They shaped our ideals to wholesome patterns. The introduction of these fancied 
heroes into our American way of living, and the intermingling of their exploits with our emotional growth, 
can be traced conclusively to one thing—the initiative of the PRINTER. All thinking, all writing, needs a 
vehicle of transmission. Newspapers, magazines, and edition books carried American literary idols into mil- 
lions of homes and hearts. National life was influenced by it. Progress was accelerated. The cultivation of in- 
telligence by the press, a golden rule of liberty, can be thanked for America’s greatness. Opportunities will 


never cease, and printers, perpetually resourceful, will enact their greatest role in tomorrow’s new demands. 


NOW AVAILABLE. Complete and comprehensive Guide Book 
of Essential Wartime Printing and Lithography. 64 pages (8Y%" 
x 11") of detailed description and information on every government 


public relations problem which can be aided by printed promotion. 
We shall be glad to obtain a copy for you . . . or write direct to 
Graphic Arts Victory Committee, 17 East 42nd St., New York City. 
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Read This For Sure 


The following item appeared in the 
January issue of “It’s Said and 
Done,” Vol. 15, No. 10, house maga- 
zine of the Dictaphone Corporation, 
420 Lexington Avenue, New York 
17, N. Y. We reprint it because 
it voices a sentiment this reporter 
has wanted to get off his chest for 
a long time. The editor of “It’s 
Said and Done” probably expresses 
it better. 


B-R-R-R-R— 


We'd like to speak a few chop- 
sueyed words on the subject of war- 
time courtesy, which may do nobody 
any good whatsoever, except ourselves 
(editorially, of course). Admitting 
that the manpower shortage has put 
some strange kinks into everyday life, 
turning aging ladies into Western 
Union messenger “boys,” feeble gentle- 
men into shifts at the office elevator, 
and some strange characters waiting 
on the various tables around town, 
still we see no reason for the marked 
degree of discourtesy that seems to 
have swept into almost every corner 
where the public is served. 


We've noticed a general lacking of 
the pleasant word, the ready (even 
if it is phoney) smile, the spirit of 
helpfulness, that used to prevail in in- 
stitutions catering to a large segment 
of the public. The explanation “there’s 
a war going on” hasn’t much to do 
with being impolite, unless our boys 
are fighting for a very badly behaved 
nation once peace is won. 


We listen to a lot of people telling 
what they think is wrong with the 
world—but our pint-sized recipe for 
the cure of what’s generally wrong is: 
simply a little more downright kind- 
ness and cheerfulness. You can’t kill 
a Jap in the spirit of kindness and 
cheerfulness (or can you boys?)—but 
by gum the fellow who throws our 
oyster stew half way across the counter 
at us, snarls and growls when we ask 
for some crackers, and then withers 
us with a ferocious look if we tip him 
less than a quarter—well, it’s this type 
of spirit we think is wrong with the 
world! 


Bus drivers yell at helpless old ladies 
because they get on the wrong bus, 
elevator men are openly hostile to 
anyone except the Building Superin- 
tendent, theatre employees aren’t as 
charming as they used to be, especially 
the box-office men who KNOW they 
have no tickets, so think you must 
know it also before you're foolish 
enough to ask—and those barkeeps we 
keep hearing about who whine, “Naw, 
we ain’t got no Scotch, no rye, no 
nothin’ ’’—well, if these feeble words 
could sting these assorted gents the 


way we wish they could, they’d 
KNOW there was a war on... a little 
private war! 
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The Reporter files an exception. 
There is a city in this country where 
that article does not apply. And 
don’t laugh!!! In spite of all the ugly 
and thoughtless things that have 
been said about the Capitol of the 
United States ... in spite of all 
the hurry and bustle and worry... 
Washington, D. C., is the friendliest 
place in the world. The cab driv- 
ers go out of their way to be helpful 
and they’ll talk about anything un- 
der the sun if you want to talk. 
The bell boys, telephone girls, ele- 
vator operators and desk clerks, in 
spite of all their pressure, are 
friendly and cheerful. There is al- 
ways a good morning and a good 
night. The receptionists in the busy 
war activities building are smiling 
and courteous. Most of them will 
lean over and help you put on the 
admittance badge. They’ll caution 
you about getting lost. Only in a rare 
instance do you run across a stuffed 
shirt executive who will not give a 
business visitor a warm and friendly 
welcome. The nth degree of quiet 
and dignified courtesy is found 
throughout the post office depart- 
ment. The cops on the corners will 
take you around the block to be sure 
you won’t get lost. Washington IS 
a friendly city. It seems to have 
become more friendly under the 
wartime stress and hurry. Perhaps 
it’s because most of the people who 
are working there in Washington 
know that most visitors are either 
scared or bewildered. In conclu- 
sion, we perhaps should emphasize 
that this friend iiiess may not exist 
for those who do not want to be 
friendly themselves. Friendliness is 
a game which requires two parties. 


But enough of this. Here we’ve 
gotten off on a side track when we 
only started to applaud the editor 
of “It’s Said and Done.” 


_|ALL HET UP... AND RIGHTLY 
SO. Our old friend, Elmer Roeper, 
who used to work with us on Post- 
age and the Mailbag (remember?) 
still keeps up his interest in Direct 
Mail by reading The Reporter ... 
and by occasionally getting riled up 
about something or other. 


Elmer just sent us a copy of the 
very excellent house magazine “Plane 
Talk” for January, published by Con- 
solidated Vultee Aircraft Corpora- 
tion. It’s a beautiful 9”x12” 34 
page magazine with four color cov- 
ers and superlative printing inside. 
Elmer took time out to scribble on a 
scratch pad the following: 


Dear Henry: 
I’m getting het up. 


How the hell Peerless ever got on 
the mailing list for “Plane Talk” is 
beyond me. I have seen several issues 
come in here, prior to this one, which 
“hit” me hard because of the present 
paper condition. 


Seems to me the door is wide open 
for you to do another big job—HIT- 
TING WASTE IN THE USE OF PA- 
PER. 


Paper is a most vital material these 
days: 


VITAL TO THE WAR EFFORT 


VITAL TO ESSENTIAL HOME 
FRONT PRODUCTION 


The weakness of paper regulation, 
setting up quotas for commercial 
printing, lies in the fact that the re- 
stricted quota can still be used for 
non-essentials and, further, that waste- 
ful methods can still prevail. 


The general interest of direct mail 
can be severely hurt if there is an at- 
tack on its wasteful possibilities—and 
there the importance of the mailing 
list again comes to the fore. 


I’m busy and can’t write more, 


E.J.R. 


Reporter’s Note: We are trying, 
Elmer, to avoid any regulation that 
will attempt to rule on end use es- 
sentiality. Such a ruling might cause 
chaos not only in the printing busi- 
ness but among the users of print- 
ing. It would disrupt communica- 
tions. What we are trying to do is 
publicize wasteful practices. We be- 
lieve that there will be plenty of 
paper to go around if everyone prac- 
tices honest and sincere conserva- 
tion. Certainly, it’s ridiculous for 
you to be on the mailing list of a 
company manufacturing airplanes. 
We repeat again that the Paper 
Stretching project booklet issued by 
the Graphic Arts Victory Commit- 
tee is the best textbook on the sub- 
ject. It should be followed by all 
users of the mail. Extra copies are 
available for anyone sending in a 
request. 
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Lets see what YOU'VE done im 


~ WAR-THEME PRINTE 


The nation’s “war-theme” campaigns need the support of every buyer and producer 




















of printing. This national contest offers high honor to those showing éreatest skill. 


Please send us, at once, one copy each of 















every piece of printed matter you have pro- 
duced since Pearl Harbor which ties-in with 
any of the War-Theme Campaigns of the 
OWI, the War Advertising Council or the 





Graphic Arts Victory Committee. Include 
the name and address of the advertiser, 
printer and individual chiefly responsible 
for the creation and execution of each piece. 
National Awards will be diven those show- 
ing highest skill. 

lor full details of the Awards, see this insert 


in your current number of Direct Advertising 


Magazine, or write 


‘Che “WAR-THEME AWARDS” 


345 Madison Ave., New York 17, N. Y. 


Sponsored by The Martin Cantine Co., Saugerties, N.Y,, 
Manufacturers of Precision Coated Papers since 1888. 








Is 








COmTaAinee CORFPSRATICN OF AMERICA 





PAPERBOARD SAVES METAL 





SY ie 
sek 








We reproduce above a full page 
two color advertisement which re- 
cently appeared in a national pub- 
lication. Original size of page was 
104%" x13". A separate column on 
the facing page reproduces not only 
the ad itself but a photograph of 
the designer, Jean Helion, “noted 
French-American abstract painter.” 


The descriptive column quotes 
from the artist’s letter describing 
this interpretation. 


I count mostly on the power of “sur- 
prising” in such an abstract drawing, 
and on its provoking the question: 


“What in the world is this?” 


—‘PAPERBOARD SAVES METAL.” 
si0w?” 
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—‘, .. in packaging.” 
“By whom?” 


—“‘CONTAINER CORPORATION 
OF AMERICA.” 


The drawing acts as an underline to 
the only 3 elements that are not fully 
abstract, that is to say that the public 
will recognize at once the 2 lines of 
text, and the piece of drawing. The 
smaller “Container Corporation of 
America” is, the more attention it 
should attract, because the puzzled 
reader cannot fail to want to find 
who is puzzling him so, 


The black cross is, in my mind, a neg- 
ative sign put over the former metal 
container. I had actually begun my 
studies with a sketch of a tin can, but 
the spirit of my composition neces- 
sarily eliminated it, and the line of 
text that I have suggested—PAPER- 


This Essential Advertising ? 


BOARD SAVES METAL—placed just 
in line with the cross, renders the im- 
plication perfectly clear. 


Does this make sense .. . or are 
we just getting old? The container 
companies all over America are 
down in Washington trying to fight 
for more pulp and paper. The latest 
rumor around Washington is that 
containers will be cut so drastically 
in the coming months that there’ll 
be practically nothing left for civil- 
ian consumption. In spite of this, it 
is considered essential by someone 
that good paper be used to print a 
bunch of hooey like that reproduced 
above. Is the advertising business 
trying to misuse itself out of busi- 
ness? 


Hardly a day passes by but what 
some smart alec sends a sample of 
direct mail to WPB officials asking 
“Is this an essential use of paper?” 
The presumption is that just be- 
cause it’s a piece of direct mail it’s 
a waste of paper. No one takes the 
time to analyze the mailing list or 
the purpose of the piece. The book- 
let may have been designed to edu- 
cate housewives on conservation. It 
may have been planned for only 500 
definite prospects. Every pound of 
the paper may have been essential. 
And yet no one stops to consider 
the tremendous waste of paper in- 
volved when a sappy advertisement 
uses up full page space in a maga- 
zine of national circulation. 


No ... we will not wear a bullet- 
proof vest. The advertising busi- 
ness better clean up its own back 
yard or it will run into trouble. 


[J ANOTHER CONVENTION BY 
MAIL . . by the Delta Upsilon 
Council, 270 Madison Avenue, New 
York City. Arthur C. Perry, Council 
Chairman, gathered and edited the 
material. This was the 109th annual 
convention of the Delta Upsilon Fra- 
ternity, and the first one to be held 
by mail. The banquet, smoker and 
dance was missing, of course, but 
Mr. Perry reports that their first 
Convention-in-Print was _ highly 
successful. 
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HERBERT KAUFMAN 
Advertising Manager 
General Printing Ink Corp. 





“Color is a complex subject...and we have 


many things to say about it that users of 
printing inks should know. In this long se- 
ries of small folders for one of the members 
of the General Printing Ink Corporation 
we presented graphically one significant 


fact at a time. Continuity we achieved by 


Have you a copy of the ATF Red Book 
of Types? If not, send for one on your 





letterhead. Also, single page showings 
including complete alphabets of the faces 
shown on the right and other ATF types. 


using a standard layout. Variety came with 
change of colors and type faces. That's one 
fine thing about ATF types...their almost 
inexhaustible range of interesting faces 
suitable to express practically any idea. 
They certainly helped to put this series 


of direct advertising pieces over big.” 


HUXLEY VERTICAL 


Spartan Heavy 


Bernhard 


e @ 
— PEMCUCAM TYPE FOUNDERS Mote Ro 


200 Elmora Avenue, Elizabeth B, New Jersey 


This advertisement is set in Brush, Stymie Bold 
Condensed, and Stymie Medium, 











Be ee pit, * 





Her Wf « Somily whee Pre hment eve come 
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_JIS THIS ESSENTIAL? We are 
reproducing above a seven column 
advertisement which appeared in 
the January 4th issue of The New 
York World-Telegram. As you will 
see, nearly the entire space is occu- 
pied by a zinc of a family portrait. 


The copy at the bottom reads as 
follows: 


“Portrait of a family whose fine 
linens have come from Lord & 
Taylor for six generations. We 
are proud that we are still able 
to carry on this tradition.” 


This advertisement in its original 
size measured (for advertising 
space) exactly 13” x 21”. 


According to the latest circulation 
figures, The New York World-Tele- 


gram prints 390,945 copies every day 
and we presume that that means 
January 4th. 


A printer friend of ours .. . just 
for the fun of it . . . figured up the 
amount of paper consumed by this 
advertisement. It amounts to around 
11,106 pounds. But because the ad 
is only printed on one side of the pa- 
per, we’ll divide that amount in half, 
leaving the paper consumption ap- 
proximately 5,553 pounds. 


See other article about this same 
subject on the opposite page. 


_|JHELPFUL HENRY. In going 
through the January, 1944 issue of 
the always good “Time Out” house 
magazine of the Steel City Electric 
Company, Columbus Avenue, Pitts- 
burgh 12, Pennsylvania (now in Vol. 
3, No. 9) our snitching eye couldn’t 
help but notice the following item 
as a “new department” under the 
heading used above. 


One resolution we made this year 
was not forgetting the stenos and 
typists who may read “Time Out”, 
and to this end we have added Help- 
ful Henry to our staff, who is full of 
helpful suggestions. Here is his first 
one: 


While the new year is well under 
way, many stenos and typists are still 
writing “1943” in the date lines of let- 
ters, and here is a procedure that will 
enable you to avoid this. Before you 
write the date line on a letter, do this: 


Write down how old you are or will 
be this year. 


If you are married, write down how 
long it has been or will be this year. 
(If you are not married, set down the 
number of weeks in a year, the num- 
ber of deys in a year, the number of 
days in a week and the number of days 


in February. Do not use a leap year 
for these figures.) 


Now write down how long it will be 
this year since the Armistice was 
signed in World War I. 


Set down the year you were born. 


The year you were married, and if 
not married, make it the year Colum- 
bus discovered America. 


Set down the year the Armistice 
was signed. 


Now add this all -up—divide by 3 
and the answer will surely help you 
remember the year to put into your 
date line. 


No kidding! 


Reporter’s Note: Speaking of 
numbers and to reimburse the Edi- 
tor of “Time Out” for his swell item 
... we Should tell him the story now 
popular in Washington, D. C. It 
must be staged just right. 


You ask a friend “Have you heard 
that good story about the old maid 
who came home one night and found 


a man under her bed? .. . whatdo- 
youthink she said?” 
The friend stumbles_ around, 


shakes his head and replies “I 
dunno, what did she say?” 


And you say “Go to the telephone 
and dial OK 9949.” 


By proper persuasion you can get 
your friend to dial that number... 
providing there is a dial ‘phone 
handy. 


By some freak of numbers or con- 
nections, a human sounding voice 
screams over the wire “whEE 
whEE.” 


We hear that there are similar 
numbers which can be used in other 
cities. 








when writing us. 


number. Order a test quantity. 





It’s approved by the U. S. Post Office. To see it work, 
just clip out this label and paste it on your envelope 
It will be delivered promptly. 
When ordering, send us your mailing permit num- 
ber, your full firm name and address and your zone 


Order now. Do your share to make paper S-T-R-E-T-C-H! 


KVER READY Label CORP. 147 East 25th St., New York 10, N.Y. 


rOre you in this fight WV SAVE PAPER ? 


SUBSTITUTE THIS VICTORY REPLY LABEL for BUSINESS REPLY ENVELOPES 


PRICES 
per 1,000 
5,000 at $1.10 


10,000“ 1.00 
25,000 “ 82 


Printed in red or blue 
on white gummed 
paper. 














BUSINESS REPLY Ne 
Postage Stamp 
Necessary 


VICTORY LABEL 


FIRST CLASS PERMIT NO. 969 
SEC. SIO P.L.&R.. NEW YORK 








POSTAGE 
WILL BE 
PAIS 
bY 


EVER READY LABEL 


CORPORATION 
141-155 EAST 25th ST. 
NEW YORK 10,N._. Y. 





PMT 





Colored papers available. 
Add 25% to prices above. 
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(JIS THIS ESSENTIAL? We don’t 
want to knock any other form of 
advertising. We have not done so in 
The Reporter ...and we don’t mean 
to start doing it now. 


But we are knocking silly and 
wasteful advertising. If the paper 
shortage is as serious as the claims 
made for it... then all advertising 
should be patriotically conservative. 
A silly advertisement in a newspa- 
per is just as wasteful as a silly 
piece of Direct Mail. 


The next time someone throws a 
piece of Direct Mail at you and says 
“isn’t this wasteful?” think of the 
advertisement in The New York 
World-Telegram. Quote the pound- 
age of paper for the total circulation 

. and then compare that poundage 
with the amount of paper used on 
a simple essential piece of Direct 
Mail to a carefully selected mailing 
list of actual prospects or logical 
recipients for the particular mes- 
sage involved. It’s our opinion (we 
may be prejudiced but WPB please 
note) that the Direct Mail and 
graphic arts people have done a bet- 
ter job of essentializing their adver- 
tising than any other media. 


Who wants to continue this argu- 
ment from here on out? Space in 
The Reporter will be gladly set aside 
for the purpose. Who knows... we 
may even offer an award for the 
best article on the subject! 


LJINSTRUCTION BOOKLETS ARE 
GETTING BETTER. Two recent 
good ones are “Man to Man On The 
Job” a series of meetings in print 
for foremen and executives, written 
by Ralph L. Lee for the General 
Motors Corporation. The booklet 
entitled “Working Together—In the 
Boston Navy Yard” is not so good- 
looking, but it is well written and 
tells the employees what is going on 
from A to Z. 
a 


_|WASTING POSTAGE. One lead- 
ing manufacturer (we won’t men- 
tion the name yet) mails a copy of 
their house magazine to this re- 
porter. It’s 16 pages, 8%” x12%”. 
And well done. But we can’t under- 
stand why it’s mailed to us by first 
class postage for 9¢. Hope the other 
copies do not go out at this rate. 
Delays in third class mailings are 
not that serious. 
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Letters can come too late! 


Men go into battle, and don’t come back... Yet 
g 


for weeks afterward, letters keep coming for them... 


letters they waited, hoped and hungered for, worried 


about... 


use V-MAIL 


Onpinary Mat. is assigned to 
merchant ships, which must travel 
in convoy, and only as fast as the 
slowest ship; take weeks and months 
to reach war theatres. But V-Mail 
flues, travels as far in two hours as 
a merchant ship in a whole day. 
V-Mail is special service for service 
men overseas, swift, safe, sure— 
saves shipping space, too! 

Write on the V-Mail form, fold, 
seal, drop in any mailbox. (If you 
want to send a long letter, write it 
in several V-Mail forms, number, 
and mail separately.) V-Mail is 
photographed on a film strip, flown 





Originators of Metered Mail, world’s largest manufacturers of Postage Meters, 
. now devoted to war production. 


which print postage for business mail . . 


PITNEY-BOWES POSTAGE METER co: 
2067 Pacific Street, Stamford, Conn. 


letters that V-Mail could have brought in time! 
































to ee nearest processing station. 
A photographic print of your letter 
is made, sealed and delivered while 
the letter is still newsy and fresh— 
a personal, private communication! 
Use V-Mail because fast delivery 
means so much to service men! 
Your postoffice or RFD carrier 
will supply V-Mail forms. Buy them 
at your stationery store. Or we will 
send a packet of six V-Mail forms 
with our compliments. Address... 








Do You Like Letters? 


If you didn’t, you _ probably 
wouldn’t be reading The Reporter. 
So, since you like letters ... you 
would certainly enjoy the monthly 
house magazine of The Wolf En- 
velope Co., 1749 East 22nd Street, 
Cleveland 1, Ohio. Titled “The Wolf 
Magazine of Letters.” Its twelve 
pages and cover are entirely devoted 
to items about letters. The January, 
1944 issue is earmarked Vol. 10, 
No. 1. 


Without any twinge of conscience 
we are lifting and reprinting the 
three best items in the January 
issue. 


Out in Missouri, there’s a newspaper 
circulation manager with a flair for 
subscription-getting letters, as wit- 
ness this example: 

Oct. 24, 1943 


Mr. James E. Foley, 
Columbia, Missouri. 


Dear Mr. Foley: 


Horse and buggy days are here 
again, so we’re going back to horse 
and buggy days for this story. Per- 
haps you've heard it. 


It happens that in 1897, at Arapa- 
hoe, Nebraska, a certain man let his 
subscription lapse. The next week he 
sold his corn at four cents below the 
market price; then his property was 
sold for taxes because he did not read 
the sheriff's sales; he lost $10.00 bet- 
ting on Mollie McCarthy ten days 
after another horse had won the race; 
he was arrested and fined $8 for going 
hunting on Sunday, simply because ne 
didn’t know it was Sunday; and he 
paid $300 for a lot of forged notes 
that had been advertised two weeks 
and the public cautioned not to nego- 
tiate them. He then paid a lumber- 
jack with a foot like a derrick to kick 
him all the way to the newspaper 


office, paid a year in advance, and 
made the editor sign an agreement to 
knock him down if he ever again let 
his subscription lapse. 


Maybe this won’t happen to you, 
but you can save yourself trouble, 
time and money by sending us your 
remittance of Five Dollars in the re- 


ply envelope, today! Thanks and best 
wishes. 


Sincerely yours, 
The Columbia Daily Tribune. 


An office boy of our acquaintance 
Submits a proposed form letter to 
be used on chronic complainers. 


Dear Sir: 


I received your note of April 2, and 
after carefully reading same I sat 
down and just cried and cried and 
cried. 

Yours truly... 


A merchant, after many vain ef- 


forts to collect a bill, wrote his 
customer: 


Dear Sir: 


If you don’t pay me immediately 
I'll tell all your other creditors that 
you did pay me. 

J—— C—— Co. 


Reporter’s Note: Some of these 
days we will make an issue of The 
Reporter nothing but a collection of 
the best letters received from read- 
ers during the month. 


_|A WORTH-GETTING BOOK. 
Write for “Managing a War With 
The Help of Printing” just issued by 
the S. D. Warren Company, 89 
Broad Street, Boston 1, Massachu- 
setts. To save time, you can get a 


copy through the Warren dealer in 
your town (if you know who he is). 


Viewing the war program as an 
immense management job, the book 
presents the argument, documented 
by dozens of reproductions of print- 
ed pieces, that printing is an essen- 
tial tool in the management of the 
war, just as it is in peacetime indus- 
trial and business management. 


Exhibits in the book are grouped 
in three classifications: (1) printing 
required for the management of 
war production; (2) printing re- 
quired for the management of mil- 
itary forces; and (3) printing re- 
quired for the management of civil- 
ian forces. 


The S. D. Warren book furnishes 
another strong cog in the machinery 
which is putting printing to work 
in promoting essential wartime 
projects. , 
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_| WE WARNED YOU. A deckled 
edge French fold piece just arrived. 
Printed on one flap is “Farquhar 
Announces.” On half of the inside 
flap appears this copy: 


A. B. FARQUHAR CoO., LIMITED 


Operated from 1856 to 1889 as Penn- 
sylvania Agricultural Works, A. B. 
Farquhar, proprietor; since Jan. l, 
1889 as a limited partnership under 
the laws of Pennsylvania 


Announces 


From Jan. 1, 1944 it will operate as a 
Corporation under the laws of 
Pennsylvania and will be known as 


A. B. FARQUHAR COMPANY 


York Penna. 
On the inside of the French fold 
. nothing. 


For crying out loud! 
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IN GOVERVMENT SERVICE 


Millions of our envelopes wear the insignia of the United 





States Government. They may not be decorated for valor... 
but they are serving...carrying military orders, collecting 
taxes, selling War Bonds... protecting small parts, tools and 
instruction sheets for tanks, planes and guns. They carry 
millions of letters to the boys over there, building morale on 
the fighting front and the home front. 


TENSION ENVELOPE CORPORATION 


New York 14, N. Y. St. Louis 3, Mo.* Minneapolis 15, Minn. e 
345 Hudson St. 23rd and Locust 500 South 5th S 
Canal 6-1670 Central a ite Main 0547 
Des Moines 14, lowa* Ry City 8, M 
1912 Grand Ave. 9th & Campbell — *Originally Berkowitz 
Phone 4-4126 Harrison 0092 Rnrelope Company 
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Lj] LOWER AND LOWER DEPART- 
MENT. The German Reich has ad- 
vised the State Department of the 
United States that the Nazis will not 
deliver any mail to American pris- 
oners of war when the envelopes 
bear patriotic slogans. 


To assure delivery of mail, such 
envelope slogans as “V For Vic- 
tory,” “Win The War” or “Buy Sav- 
ings Bonds and Stamps” should be 
avoided by the parents of boys who 
have been taken prisoners. 


The German mind is dumb. As 
if mere slogans couid remove from 
the minds of American boys the 
hatred they feel toward “the master 
race.” 


But let’s keep on using slogans 

. on the mail at home. We need 
them to counteract the little minds 
and the cheap obstructionists. In 
between dictating parts of this issue 
of The Reporter we walked across 
the street to get a bite to eat at 
Sacher Restaurant. A pasty faced 
little guy at the next table was en- 
tertaining three adoring women with 
gutter-type slogans against the ad- 
ministration, against the conduct of 
the war, against the Jews, against 
the Commander-in-Chief. In a loud 
voice he quoted “facts and figures.” 
The women cackled. His name, I 
learned from the waiter, was Harry 
Armstrong. He and his tripe 
(printer: be sure to call that tribe) 
do more damage every hour than 
a panzer division. Why didn’t I 
throw a water pitcher? Well, I 
guess we’ve gotten soft or democ- 
racy has taught us that the other 
fellow has a right to talk . . . even 
though his talk may be seditious or 
treasonable or just plain ordinary 
harmful. If I knew where Harry 
Armstrong worked, I would print the 
full name, address and details right 
here. 


But anyway, that’s why we need 
Slogans. That’s why we need to keep 
on telling the American people what 
they can do to help win this war and 
to counteract the Harry Armstrongs, 
the Lizzie Dillings, the Hamilton 
Fishs . . . and the “Peace Now” 
movement which is trying to disinter 
and breathe new life into the defunct 
and disreputable America First 
Committee. 
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“INSPECTION!” 


When you want to know 


GO TO AN EXPERT 


WE CAN, for instance, think of no one better qualified to give 
you sound advice on choosing papers than your printer. 

In fact, we'd be delighted to have you get his impartial opinion 
of Rising Papers. His own reputation for fine work depends 
largely on the quality of paper he uses—and these same printing 
experts have been using the various 
Rising papers for many, many years. 


Prices on a par with other quality 
papers. Among many lines: Rising 
Bond (25% rag), Rising Line Marque 
(25% rag), Finance Bond (50% rag), 
Rising Parchment (100% rag). The 
Rising Paper Company, Housatonic, 
Mass. 





ASK YOUR PRINTER-—-HE KNOWS PAPER 











NEW YORK’S 
FIRST and FOREMOST 
DIRECT ADVERTISING 

AGENCY 


* 


Two Ahrend-produced campaigns 
were chosen among the Fifty Direct 
Mail Leaders for 1943, climaxing 
nine National Awards to Ahrend 


clients in less than 2 years. 
ss 


Planning ‘and Creating 
resultful campaigns 
Your inquiry is invited. 


* 


D. H. AHREND CO., INC. 
52 DUANE ST., NEW YORK 7,N.Y. 
WORTH 2-5892 














Zea! EVER READY can supply 
you with these paper-saving 


BUSINESS REPLY 
VICTORY LABEL 





FIRST CLASS PERMIT NO. 968 
SEC. SIOP.L.@R.. NEW YORK 
> “* =— =. i 
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EVER READY LABEL 


ORPORATION 
141-155 EAST 25th ST. 
NEW YORK 10, N Y. 
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Eliminates Business Reply Envelopes 
Approved by U. S. Post Office 


When ordering, send your mail permit 
number, full firm name and address and 
your zone number. 


PRICES ae at _— 
per 1,000 { 55000“ _g2 





in red or blue on white gummed paper, 
For colored paper add 25%. 


EVER READY aged CORP. 


141 East 25th Street, N. Y. 10, N. Y. | 
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Here It Is Again 


Once more .. . we are reproduc- 
ing in The Reporter from mats sup- 
plied by the Graphic Arts Victory 
Committee, the new monthly issue 
of War Message Copy. This is the 
fourth month of the unique service 
started last November. 


This month the style takes a 
Slightly different twist. After three 
months of experimenting and 
watching, the OWI has decided that 
this Clip Sheet Service to local ad- 
vertising clubs is the best method 
yet devised to tell local advertisers 
about the important wartime proj- 
ects . .. and the best method of 
furnishing local advertisers with the 
campaign symbols, slogans and 
brief details. 


The Office of War Information has 
now set up a special office to serv- 
ice local advertisers. Read the Clip 
Sheet on the following two pages. 
You will note that, in addition to 
articles on current war programs, 
there is a check list of all available 
campaign symbols. The coupon 
which appears for the first time in 
this issue, can be checked by any 
advertiser to request basic back- 
ground advertising material, glos- 
sies of symbols or other information 
to help tie in with an important 
wartime project. The Office of War 
Information will be geared to give 
prompt service. Readers of The 
Reporter are urged to take advan- 
tage of this new opportunity. 


As explained before, the Graphic 
Arts Victory Committee worked out 
the details of this plan in coopera- 
tion with the Advertising Federa- 
tion of America, the Advertising Af- 
filiation and the Office of War Infor- 
mation. After the copy and layout 
are cleared with OWI, the Graphic 
Arts Victory Committee assumes 
the cost and responsibility of pro- 
ducing and making the mats... 
which are then distributed through 
the Advertising Federation and also 
through the local Graphic Arts As- 
sociations. 


Some advertising clubs have been 
slow in getting started ... but more 


are getting on the bandwagon each - 


month. Strange as it may seem... 
several advertising clubs have open- 


ly refused to participate or do any- 
thing about it. In one particular 
case, it was reported to us that the 
advertising club did not want to 
cooperate in this information giving 
service because “they didn’t like 
anything coming out of New York.” 
Could that be possible? Wonder if 
the officers of that advertising club 
know who or what we are fighting 
in this war. Is it possible that an 
advertising club would refuse to co- 
operate in promoting wartime proj- 
ects solely because they didn’t like 
the office from which the informa- 
tion is sent? Such news would sure 
make the boys in Italy feel... just 
fine. 


Be it reported here .. . neither the 
Advertising Federation of America, 
the Advertising Affiliation or the 
Graphic Arts Victory Committee are 
jealous or concerned about their 
name being given credit for start- 
ing, promoting or carrying out the 
idea. 


If any advertising club or any 
organization wants to use the infor- 
mation, the make-up or the format 
of the Clip Sheet without credit or 
without revealing the source of the 
information . . . they may feel free 
to do so. 


Once again ... we urge readers 
of The Reporter who are members 
of their local advertising club to 
discuss this important monthly mat 
service with the officers of their lo- 
cal advertising club. If your club 
is not issuing localized versions of 
War Message Copy to its members 
... find out why not and help push 
the idea along. There are no strings 
tied to it. There are no selfish in- 
terests involved. In spite of the fact 
that the Graphic Arts Industry is 
footing the bill for the service ... 
all forms of advertising are men- 
tioned and recommended for pro- 
moting essential wartime projects. 


If anyone can prove that any of 
the projects outlined in War Mes- 
sage Copy are not essential to the 
war effort . . . we are willing to de- 
bate the issue on a public platform 
or in a back alley. 

H. H. 


THE REPORTER 
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Compiled in Washington by the War Advertising Committees 
of the Advertising Federation of America, The Advertising 
Affiliation and of the Graphic Arts Victory Committee in 
co-operation with the Office of War Information. 
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LOCAL ADS TO HELP RECRUIT 
NAVAL AVIATION CADETS 
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Support, Promote the 
HOME FRON T PLEDGE 





























he Food Fights for Freedom program will 
ee ln onten the first outer 1944) MUSIC It is important to promote this new official 
the Home Front Pledge—already taken by DEPARTMENT OWI campaign for March just as widely as 
more than fifty million Baren-ey possible. Local advertisers may use official sym- 
women. The signers bol reproduced here. Advertising should stress 


that a $27,000 education is given free to men 





pledge to pay no more 
than ceiling prices and to 
accept no rationed foods 
without giving up ration 
points. Local advertisers, 
particularly retail mer- 
chants should support 
this vital campaign by 
promoting it through lo- 
cal newspaper advertising, store posters and 
window displays. Use the official symbol repro- 
duced here wherever possible. 


Offer This Free Booklet 





who qualify for marine and naval aviation. Ca- 
dets receiving uniforms and regular pay of 
$75 a month. Cadets are commissioned upon 
graduation. Young men, 17 years old, should 
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A thorough knowledge 











Mtn of good nutrition will 
4 help housewives pick 
A their foods well. The 

: * government is urging 


local advertisers to pro- 
mote the _ distribution 
of an important folder 
“National Wartime Nu- 
trition Guide.” Repro- 
duce the symbol shown 


* ease 1 


here in your advertising, urge the public to 
write for their own copies to “‘Basic 7,” Wash- 


| ington 26, D. C. 


Help Keep Prices Down— 














Use This Symbol and Copy 


ielthey Vm ale 4 
RUNAWAY PRICES — 





oe. 


sett HOLD THE 7 KEYS To 
tele meres a PRICES 


=A. fay and held War Bonds. 
Le 2 Poy wilingly our shure of texes. Sa See 
Sd ela snore sd vg fe 
\P-- 4. Reduce wor debts os much os possible. See 
o~ tra ht ke vt 














* 4 Fellow ration robes snd saeice codlings. = ]| people give generously. Promote the Red Cross 
Bi ea 7 aot who Govrment's 3 locally—check with your Jocal Red Cross Chap- 5.Then plan and write your message 
eee wens ter on the most effective way to help the cam- in your own way. 
Se ‘ paign in your community. 
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Conservation Needs 
Advertisers Help 


The Conservation program is vital —one 
which every local advertiser can support. It is 
particularly necessary to emphasize the seven 
basic conservation programs—(1) conserve and 
salvage paper, (2) turn in waste fats, (3) save 
rubber, (4) collect and turn in scrap iron and 
steel, (5) salvage tin cans, (6) conserve cloth- 
ing, (7) conserve critical resources. 

The OWI has a large selection of cartoons 
(similar to the one shown here) illustrating 
various phases of the conservation program. 
If you would like any of these check the cou- 
pon on back. The available cartoons were sub- 
mitted to OWI by Artists for Victory. 


“Stretch — Save a 
At present the con- 
servation and salvaging 
of paper is of tremen- 
dous importance. Local 
advertisers should get 
behind this program. 
Include a paper saving 
message in your adver- 
tising and practise pa- 
per conservation in ev- 
ery way. 


GET BEHIND THE RED CROSS 


During March, 1944 the Red Cross War Drive 
must raise more than $200,000,000. All of it must 
come from the public. Widespread advertisin, 
is needed to move the public to action—make 








apply at their local office of Naval Officer Pro- 
curement. Check coupon for complete infor- 
mation. 


Get Set To Push Vital 
V-Mail Campaign 


Starting about February 15th an emergency 
campaign to increase the volume of V-Mail will 
be inaugurated with national radio time allot- 
ment. Radio will be tied in with news stories, 
magazine features, and national advertising 
sponsorships. Local advertisers should get be- 
hind this campaign. Help do a real job to 
increase V-Mail, and thereby decrease valuable 
cargo space used for regular letters. V-Mail 
has grown enormously—but not enough. 





WHAT T0 DO—HOW T0 DO IT 


The aid and support of local advertisers 
are essential to dramatize the important 
wartime programs outlined in War Message 
Copy. Today, more than ever, the home 
front must back up the fighting fronts. 
America’s advertising (radio, newspapers, 
outdoor, and printed promotions) can secure 
the cooperation necessary from every Amer- 
ican. 

What can you as a local advertiser do? 
To determine exactly what part you can 
play :— 


1.Read War Message Copy thoroughly 
—study each project. 

. Decide which programs can appropri- 
ately be included in your advertising. 
3. Determine which media you can best 
use— window display, newspaper 
space, printed programs, radio spot, 
etc. 

If you cannot get the material lo- 
cally—check and mail the coupon on 
the back of this sheet today. 


bo 
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To Help Save Paper (over) ——> 








Help Win The War—Support These Continuing Campaigns! "a 


Reproduced below is a check list of standard symbols used in promoting local committee for back issues of this “War Message Copy.” (Reading 
the various continuing wartime campaigns. You can reproduce the sym- from left to right) Food Fights for Freedom, Transportation, Anti-Infia- 
bols if possible or get stereotypes from your local committee or printers. tion, Save Paper, Conservation, WAVES Recruitment, WAC Recruitment, 
Advertisers interested in any of these vital war programs are urged to Marine Recruitment, Spars Recruitment, Cadet Nurses Recruitment, Pre- 
check the coupon at bottom of page in order to secure detailed material vent Forest Fires, Victory Gardens, 


Labor-Management, War Bonds and 
from the Office of War Information in Washington. Also check with your ; 


Stamps, Security of War Information. 











SAVE SOME 
BOYS LIFE 
Tet OFFICE OF GEFENSE TRANSPORTATION 


“DON'T TRAVEL!” CAMPAIGN 
Transportation 
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Food Fights for Freedom Save Paper Conservation 





WAVES Recruitment WAC Recruitment 


FOREST FIRES 






Victory Gardens 








PRopycrio¥ 


Labor-Management Bonds and Stamps 


War 


Prevent Forest Fires 





Security of War stration 


Distribute These Stickers 


To help publicize the im- 
portant Forest Fire Pre- 
vention program an at- 
tractive sticker is avail- 
able to local advertisers for 
distribution to car owners. 
Use the coupon to secure a 
supply. Advertisers are al- 
so urged to run a Forest 
Fire Prevention Message 
whenever possible in their local promotions. 
Full background information may be obtained 
from the OWI. 


Clip This Coupon—FOR MORE INFORMATION 


The Office of War Information will send LOCAL ADVERTISERS official background 
information on all current war programs. Fill in as indicated below for the material 
you want. Check below and clip to your letterhead and mail to Office of War Informa- 
tion, Room 3339, Social Security Building, Washington 25, D. C. 

Please send the items checked below. 








Women Wanted for War Work 


SUPPORT THIS CAMPAIGN 


Starting March Ist a 
new program to recruit 
women for war work 
will be launched on a 
national basis. Slogans 
adopted are “The More 
Women at War the 
Sooner We Will Win,” 
and “It’s a Woman’s 
War Too.” Local adver- 
tisers are urged to plan 
to emphasize this pro- 
gram locally. More in- |' 
formation will be _ in- 
cluded in March War 
Message Copy. Meanwhile, clip coupon for 
background material from Washington. 


At Your Service! 


War Message Copy is sponsored by your 
local War Activities Committee. Its mem- 
bers will be glad to help you in your efforts 
to support the campaigns outlined. You are 
urged to clip the coupon at right to get 
official government information for adver- 


ATTENTION ADVERTISERS 


Two helpful pamphlets which can be obtained 
from your Department of Commerce Fieid Of- 
fice or by writing to the Bureau of Domestic and 
Foreign Commerce, Washington 25, D. C. are: 


(1) The American Economy in 1943—a com- 
prehensive review of economic, indus- 
trial and commercial conditions in the 
United States for the past year. 


(2) Wartime Dealer-Aid Programs—Pamph- 
let describing management-guidance pro- 
grams conducted by 19 manufacturers to 
help their dealers meet wartime problems. 

















Campaign Guides: 


[] Food Fights for Freedom 
(Home Front Pledge Phase) 


C] Fight waste 


[] Economic Stabilization 
] Womanpower 
[] Wartime Forest Fire Prevention 


[] Conserve and Salvage Paper 
[] Red Cross Drive 
C] V-Mail 





tisers. Write to the OWI for any and all 
material you cannot secure locally. 

SPECIAL NOTE TO LOCAL COMMITTEE 
AND PRINTER: Use this space to insert 
local news, local committee addresses and 
telephone numbers. It is suggested that you 
print this issue of War Message Copy ON 
COLORED STOCK to make it different from 
previous numbers. 





(] National Wartime Nutrition Guide 
Posters: 

[] Economic Stabilization Poster No. | 
[] Women Marines—Recruitment Poster 


Glossy Prints of the following Posters 
FEBRUARY BULLETIN 


£] Cartoon glossies on the following phase of the Fight Waste Program 


[] Income Tax Reminder Poster 


[] Red Cross Poster 
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Now It’s Up To You— Buy EXTRA War Bonds Toda 
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Printing of this bulletin contributed to (LOCAL AD GROUP NAME) by (Printer 


Is Name) 
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_| THIS CAN’T BE SAID TOO 
OFTEN. The following must-item 
appeared in the January, 1944 issue 
of Grey Matter, the always good 
house magazine of the Grey Adver- 
tising Agency, Inc., 166 West 32nd 
Street, New York, (some day the 
Grey gang will charge us for edi- 
torial services . . . but it’s not our 
fault that they think up such good 
Direct Mail advice). 


GOOD-WILL ADVERTISING—ILL- 
WILL FOLLOW-UP: It was almost al- 
ways, and quite generally true of na- 
tional advertising—even in so-called 
normal days—that it out-distanced its 
direct-mail follow-up. Publications like 
“Printers’ Ink” made periodic tests, 
arranging to have private individuals 
reply to a score or more national ad- 
vertisements and then record the 
direct-mail follow-ups. These follow- 
ups usually came along in leisurely 
manner, were usually poorly done, 
and in general did not meet good-will 
building level of national advertising. 
That practice has not changed in war- 
time—except perhaps to grow worse. 
Typically, one of our clients telis of 
answering ad in farm paper run by 
Fox River Tractor Company. Copy 
described remarkable piece of farm 
machinery obviously selling well up 
in thousand dollar price range. Ad 
urged inquiries. This client wrote on 
his farm stationery and his letter bore 
mark of substantiality; it obviously 
was not curiosity inquiry. Yet reply 
he received read as follows: “En- 
closed is a copy of our catalog on the 
Fox Pickup Cutter line. Fox cutters 
are distributed in the East by the 
Frick Company, Waynesboro, Pa., and 
their branches. We suggest that you 
write them regarding the availability 
of a machine for 1944”. That was all. 
Not one word of that reply has been 
omitted. No thanks for inquiry, no 
answer to request for price, no 
warmth, no good-will attempt; just 
cold, cut reply—almost indicating an- 
noyance that reply had to be made. 
In entirely too many respects, good- 
will advertising is being given lie by 
ill-will practices of advertisers. It has 
always been said that advertising can 
be no better than product it adver- 
tises. Surely it is equally true that 
advertising can build no more good- 
will than all other practices of organ- 
ization permit. 


Reporter’s Note: We’ve been com- 
plaining about this practice for 
these many years. We’ve laid low 
during the wartime emergency. But 
we warn all national advertisers in 
advance that shortly after peace is 
with us again ... The Reporter will 
conduct a comprehensive survey on 
how national advertisers are an- 
Swering inquiries. If the results are 
as bad as we think they will be... 
the story should prove a sensation. 


THE REPORTER 
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These Hammermill 
stencil layout sheets... 





_. fobs that you are 
proud to mail... 





... make it easy for you 
to turn out... 





... that bring reorders 
from your customers. 





FR E E eae Send for free supply of Hammermill Stencil 
Layout Sheets. Simply pencil in rules and illustrations and 
space typewritten copy on the layout sheet, then place the 
sheet under the stencil as a guide for tracing and typing. The 
sheets will be sent to you promptly, along with a copy of 
Hammermill’s book “Good Stencil Duplicating,” which is full 
of hints to help you get the best work from your equipment. 


Back the Attack... BUY WAR BONDS 


pAMMERMIL, 


MIMEO-BOND 


HAMMERMILL MIMEOGRAPH PAPER 


MADE BY THE MAKERS OF HAMMERMILL BOND 











Hammermill Paper Company 
Erie, Pa. 


Please send me, free, a supply of Hammermill 
Stencil Layout Sheets and ‘‘Good Stencil Dupli- 
cating.”’ 


Our typewriter is: ............. BP iraksbessnis Elite 
SPSS RIE EAR TIN COT ND. SP ee 
a 
(Attach to your business letterhead) 
RDMA-JA 





© ‘JHERE’S ONE BELOW THE 
Making Paper STR a TC i! BELT... but we just can’t help it. 


..- By Weeding Out the Mailing List Sometime ago . . . as you all re- 


member ... the War Department 
issued an order prohibiting the pub- 
lication of employee publications in 
war plants operated by the War Le- 
partment. A lot of hullabaloo was 
created over this ruling. Many 
house publications were thrown out. 
We've heard that the rule was later 
amended allowing certain publica- 
tions of limited size, format and 
regularity . . . but there’s nothing 
very definite on the subject. 











oa \ A few weeks ago in Washington 
a? tanh Gann Sineet : we were handed an eight page 1114” 
New York, H. Y, x 17” newspaper style house maga- 

zine entitled “War Times” which is 
labeled “A Weekly for War Depart- 
ment Personnel, Washington, D. C.” 






The War Department found it 
necessary to prohibit employee pub- 
lications which boost production and 
employee morale in war plants... 
but it does allow a gossip sheet for 











We reproduce above the 8” x5%” envelope being used by Mail- 


ograph Company, Inc., 39 Water Street, New York 4, N. Y., for a the inhabitants of The Pentagon 
current mailing. This idea, or an adaptation of it, should be used Building. 

by many mailers during the months to come. Save paper... by 

having your mailing list right. That doesn’t seem to make sense. 





WITH 


MERCURY PRODUCTS 


MERCURY-LITH ROLLERS for multilithing machines 


No time lost in extra adjustments when you use these 
deluxe rollers. Their finer, more accurate construction 
assures tiptop results. 


MERCURY-LITH BLANKETS for multilithing machines 


in this custom-made blanket, we use the same expensive 
materials and painstaking methods as we employ in 
building highest grade, huge lithograph blankets, for 
multicolor presses. No wonder it's the best. 


MERCURY-GRAPH ROLLERS for multigraphing machines 


They'll slash time needed for preparing your machine 
and wash-up afterward. Last longer, too. 
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|}HERE’S TELLING THEM! The 
Reporter has just received the fol- 
lowing interesting letter from an 
advertising agency. 


The Reporter of 

Direct Mail Advertising 
17 E. 42nd Street 

New York City 


Gentlemen: 


The number of magazines and news- 
papers, which go unread into the 
wastebaskets of agencies and adver- 
tisers, could be saved, and if they were 
saved, would mean a substantial re- 
duction in the drain on the country’s 
supplies of paper. 


In line with this thought, the Phil 
Gordon Agency has just sent a letter 
(copy of which is attached) to pub- 
lishers. 


Now we receive only publications in 
which we are genuinely interested— 
publications which carry advertising 
for clients. 


The amount of paper which has to 
be hauled away by the janitors each 
night is far smaller. Previous to this 
time we were receiving regularly 
copies of publications in which we had 
not inserted advertisements for many 
years. 

Sincerely, 


Henry Flarsheim, Vice Pres. 
The Phil Gordon Agency, 
840 N. Michigan Avenue, 
Chicago 11, Illinois. 


And here’s the copy of the letter 
which the advertising agency is 
sending to publishers. 


Gentlemen: 


In line with the plans to conserve 
paper, we are writing to publishers 
suggesting that our name be removed 
from their mailing lists to receive 
copies of each issue. 


Please do not consider this a reflec- 
tion on your publication or as any 
lack of appreciation of your sending 
it to us regularly. We feel, however, 
that it will contribute an _ infinitesi- 
mally smali relief in the paper short- 
age situation, if you will kindly re- 
= our name from your mailing 
ist. 


Will you please send us copies of 
any issues in which advertising for 
our clients appears. 


Cordially, 
THE PHIL GORDON AGENCY. 
Reporter's Note: We say hurrah! 
Will the Four A’s, the War Adver- 
tising Council and the Association 


of National Advertisers please copy 
and send to all members. 


THE REPORTER 





LET'S ALL BACK THE ATTACK! | 
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FOUR\HH WAR LOAN 
SAN. 


Official U. S$. Signal Corps Photo 


ULLETS and shells . . . tanks and guns . . . ships and planes. 
These are the things the boys are asking us for—the boys at the 
front and the boys in training who are ready to go up—every one of 
them risking their lives for us. They don’t ask us to give what they 
are giving. They ask us only to skip the easy tears . . . to invest our 
money instead of spending it . . . to lend the mere money-price of 

Victory. They ask us only to Buy an Extra Bond! 
The gun in the illustration is the 


30 caliber M-1 Carbine which we 
are making today for the Armed 


Forces. After Victory, ‘pment 
COMPL ETE deancadmnpeiamvan 
VICE will again be in production. 
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“. . . when ordering shoes 
be sure to state size... . 


ARE YOU REACHING 
THE RIGHT PEOPLE? 


For your next mail promotion use a 
list of right people ... people who 
are known to be buyers of products and 
services similar to your own. We don’t 
own lists but we do know where to get 
them . . . 2,000 privately owned lists 
—more than 80 million names—are reg- 
istered with us and available on a rental 
basis. Cost is low—service is fast. Tell 
us the people you want to reach—we'll 
make suggestions without obligation. 


D-R SPECIAL LIST BUREAU 


(Division or Dicktge-RAYMOND, INC.) 
80 Broad Street 


Boston 10, Mass. 
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_| DESTINY REPERCUSSIONS. The 
Magazine Digest Publishing Com- 
pany, Limited, 137 Wellington Street 
West, Toronto, Canada, recently pub- 
lished a digest of our article about 
Destiny Magazine anc the Anglo- 
Saxon Federation entitied “A Let- 
ter to Two Friends.” (August, 1943, 
Reporter.) 


The republication of the article 
in Digest form resulted in a greater 
number of letters than the original 
publication. Letters have arrived 
from all over the continent. Some 
complaining ... but most compli- 
mentary. We are glad to find out 
that many of our northern cousins 
are suspicious of the Canadian 
branch of Howard Rand’s Anglo- 
Saxonites. In Canada... it’s Brit- 
ish-Israel. 


Here is what one Canadian cor- 
respondent has to say. Others have 
voiced similar sentiments. In spite 
of long letters and “documentary evi- 
dence” to the contrary, we agree 
with this correspondent: 


My experience with some that I 
have met is that they carry out the 
non-Christian precept of “hate thy 
neighbor” and “we are a master race.” 
Their teaching in regard to certain 
parts of Scripture is absolutely con- 
trary, in my judgment, to what is cor- 
rect. One of the doctrines which they 
make a great deal of, just as you Say, 
is that Christ was not a Jew. It is 
not only a wrong doctrine, but I be- 
lieve it is subversive to the interests 
of our country. 


I know this because I have met a 
number of them and they are de- 
ceived, as well as deceiving others by 
their stand in connection with their 
abominable doctrine. 





CLASSIFIED ADS 


Rates, 50c a line—minimum space, 3 lines. 
Help and Situation Wanted Ads—25c per 
line—minimum space 4 lines. 








BOOKS 


UNUSUAL BOOKS for mail selling. Long 
profits. Snappy circulars, ready to use. Re- 
quest samples and prices. Financial Edu- 
cation, 431H Commonwealth Bldg., Denver 
2, Colo. 








EQUIPMENT 





SAVE HALF on Mimeographs, Multi- 
graphs, Typewriters. Write for list of 
other bargains. Pruitt, 69 Pruitt Bldg., 
Chicago 10. 





MULTIGRAPHS, MIMEOGRAPHS, Fold- 
ing Machines and Attachments — Sold, 
Bought, Traded-In and Repaired. Write us 
your requirements. Chicago Ink Ribbon 


Co., 19 S. Wells St., Chicago, III. 





HOUSE ORGAN WRITER 





Many of the clients of this agency now pub- 
lish House Organs. All highly creative, 
highly personalized. No boiler plate. If 
you enjoy house organ creative writing, in- 
vestigate this permanent position. Outline 
your experience, send samples, state salary 
required and send photo on first letter. Re- 
plies vonfidential. Box 101 c/o REPORTER, 
17 E. 42nd St., New York 17, N. Y. 





MULTIGRAPHING SUPPLIES 





RIBBONS, INK AND SUPPLIES for the 
Multigraph, Dupligraph and Addressograph 
Machines. We specialize in the re-manu- 
facturing of used ribbons. Chicago Ink 


Ribbon Co., 19 S. Wells St., Chicago, Il. 





SALES LETTERS 





MESSAGES that can be delivered through 
human lips can be delivered through hu- 
manized letters. Request evidence. Jed 
Scarboro, Maplewood, N. J. 
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Mc GRAW-HILL 


DIRECT MAIL LIST SERVICE 








MAILING LISTS A PROBLEM? 


mail order houses never had a problem of 
maintaining lists. Other houses have always had the 
problem and many find it’s a losing struggle. Some 


b have “thrown in the sponge’ and found (surprise !) 
that they are now saving time and money by using 
McGraw-Hill lists. 


Seems strange? It shouldn't, because all our lists 
w are continuously maintained on a 24 hour basis. 
Sure it costs us money 
found it pays dividends. 

It will be a long time before mailing lists will be 
“problem” class. 
too, can eash in on our dividend. You, like so many 
others, will find that McGraw-Hill lists of the higher 
industrial men wili increase your returns 
and save you time, money and trouble. 

A request will bring you full information together 
with our new 1944 list counts. 


out of the 


McGraw-Hill Publishing Company, Inc. 


330 West 42nd Street 


a 


—plenty of it-——but we have 


In the meantime you, 


DIRECT MAIL DIVISION 


New York 18, N. Y¥. 
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__ HERE’S SOMETHING GOOD. 
The Martin Cantine Company, Saug- 
erties, New York, has just announc- 
ed that it is sponsoring a national 
contest for examples of the best war 
theme printing. Awards and public 
recognition will be given to those 
companies and individuals who show 
outstanding skill in cooperating with 
the essential campaigns released 
through OWI. 


The judges will include: Jacques 
DunLany, Chief of the Division of 
Poster Clearance and Allocation of 
the Office of War Information; Ir- 
win Robinson, Director of Informa- 
tion of The War Advertising Coun- 
cil; and Ernest F. Trotter, who is 
a director and the secretary of the 
Graphic Arts Victory Committee. 
Other judges are F. C. Kendall, Ed- 
itor, Advertising & Selling Magazine; 
R. W. Palmer, Editor, Printers’ Ink; 
Mare MacCollum, Publisher, The 
American Printer, and C. O. Wood- 
bury, Art Director and Consultant. 
The latter four men, with Mr. Trot- 
ter, who is Editor of Printing Maga- 
zine, constitute the Board of Judges 
of the well-known Cantine Awards 
and are experienced in adjudications 
of skill in printing and advertising. 


Any piece of printed matter that 
devotes some space to any official 
“war-theme” campaign is eligible 
for entry in this contest. There are 
no requirements as to paper, ma- 
terials or processes. The sole object 
of the judging is to determine who 
has shown the greatest skill, regard- 
less of the amount of money involved 
or materials used. 


There is no charge for entries. Any 
individual or firm may send as many 
separate entries as he desires. In 
fact, it is hoped that entries will in- 
clude at least one specimen of every 
piece of printed matter since Pearl 
Harbor which supports any of the 
War-Theme Campaigns. 


To each entry should be attached 
a notation of the name and address 
of the individual or concern to whom 
principal credit is due for the cre- 
ative ability shown in the job sub- 


mitted. Entries must be in by 
April 1. 


A certificate of award, hand il- 
luminated and framed, will be pre- 
Sented to each award winner. Rec- 
ommendations for further recogni- 
tion will be made in behalf of each 
award winner by the judges. 
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All entries should be sent to the 
“War-Theme Awards,” 345 Madison 
Avenue, New York 17, N. Y. 


All readers of The Reporter should 
be interested in this unique and 
timely contest. Many of you have 
produced excellent examples of Con- 
ventions-by-Mail, or pieces on con- 
servation, safety, absenteeism, etc. 
Get those pieces into the hands of 
the judges as quickly as possible. 


_A SENSIBLE CALENDAR IDEA. 
During January there is always a 
flood of calendars... in tubes, pack- 
ages and what-not. This year was 
no exception. Many calendars were 
produced before the paper scare be- 
came serious. 


We doff our editorial hat to three 
unusual and timely calendars ... 
used as direct mail pieces. 


Filene’s Store in Boston and the 
Caskie Paper Company of Charlotte, 
North Carolina, used the same iden- 
tical format but in a slightly differ- 


ent size. Both calendars were pro- 
duced in booklet form with plastic 
binding. When the booklets are 
opened up, the spread pages become 
a calendar (lengthwise). To keep the 
pages standing upright when the 
calendar is placed on the wall, there 
is a pocket inside the back cover 
into which the succeeding pages are 
slipped as turned. 


The most simple, economical and 
satisfying calendar was issued by 
the Cating Rope Works, Inc., Mas- 
peth, New York. It’s just a 7” x54” 
booklet of 14 pages. A hole is 
punched in .the right-hand margin. 
Book stampled at the left. When 
hung on the wall, the left-hand 
pages (which become the top) are 
full size illustrations appropriate to 
the month on the calendar below 
(the right-hand pages). 


The last two pages of this calen- 
dar booklet give detailed informa- 
tion about the products of the com- 
pany. It’s a fine job. It should win 
some sort of a prize for intelligent 
paper conservation. 








b das remember a firm and friendly 
handclasp. To stand out, your let- 
ters must convey the same sincere greet- 
ing. Have you looked at your letterhead 
lately? . . . is it flimsier? . . . is it gray- 
er? Then turn to Anniversary Bond! 
Made 100% from non-critical, clean, 
new aill-rag cuttings — unaffected in 
color by the chemical shortages caused 


by war — Anniversary Bond is the 








THE BEST LETTERHEAD PAPER 1S MADE FROMY RAGS 


one kind of paper as crisp, as brilliant 
looking and as permanent as ever. 
You spend dollars of time on what 
you write... spend only a fraction of 
a cent more to make it right. 


FREE Comparison Kit 


Visual proof, with sam- 
ples, that all-rag An- 
niversary Bond is the 
paper for you to sign— 
printed, lithographed or 
engraved. Please request 
on business letterhead. 





Fox RIVER PAPER CORPORATION 
404 South Appleton Street, Appleton, Wis. 
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INTERNATIONAL COOPERATION: 
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She Yank tn Slaly 


Slogging northward up the The drastic wartime scarcity of labor and 


boot of Italy, the Yanks, wood has seriously affected the paper in- 
British, and Canadians are dustry—as everyone knows. We urge the 
driving the common enemy buying public to cooperate by conserving 
to his lair. Once again, as in their paper supplies and by saving waste 
World War 1, they are fight- paper. International endeavors, to the best 
ing shoulder to shoulder, of its ability, to render all aid possible to 
beating down totalitarian hate printers and buyers of printing. 

and creating international understanding * BUY ANOTHER WAR BOND «x 

thru cooperation. They are not only doing 

this on the battlefront but they are also 

helping to bring order out of chaos with 

civilians behind the lines. 


220E.42ndST. “& NEW YORK, N.Y. 


PAPERS FOR PRINTING AND CONVERTING 








